Self-expressiveness in shopping Perceived impact of shopping on overall life satisfaction Life satisfaction a b s t r a c t Some people experience self-expressiveness in shopping. Self-expressiveness in shopping is defined as the degree to which consumers they think shopping activity is an important part of their self-concept. This paper reports on the testing of a model dealing with antecedents and consequences of self-expressiveness in shopping. Based on eudaimonistic identity theory, we hypothesized that feeling of self-expressiveness in shopping is influenced by consumers' flow experiences in shopping activities, self-realization potential through shopping, and effort expended through shopping. We also hypothesize that self-expressiveness in shopping increases overall life satisfaction, mediated by perceived impact of shopping on life satisfaction. The model was tested using a panel of 5440 shoppers. The results provide good support for the model. Managerial implications are discussed in addition to avenues for future research.
Introduction
Consider the following scenario. The consumer is a traditional housewife living in a rural area; let's call her Amina. She is a mother of four children of varying ages. Her husband is gainfully employed and leaves all household affairs to his wife. Amina thinks of herself as a good housewife and a mother. She takes her household duties very seriously. She has a family to take care of. Every morning she goes to the farmer's market to buy fresh vegetables. At the farmer's market she engages the merchants. She asks about prices, the freshness of their produce and meat. Amina bargains with the merchants and closely inspects the produce and meat for freshness and other quality features. She wants the best for her family. Her shopping activity reflects her self-concept-her personal identity of being a good housewife and mother. She enjoys her daily shopping routine. It makes her happy. She feels that her shopping is an important task in meeting her family needs while ensuring that the family's budget is not compromised. She feels that what she does contributes to the quality of her life and her family. She shops frequently. Her identity is closely tied with her daily shopping routine. This may be due to the fact that she invests a great deal of time and effort in shopping; she feels that shopping is an important task (perhaps a duty) in her life overall; she perceives that shopping is a way in life to realize her potential as a good housewife and mother; and that when shopping she feels truly engaged and becomes totally absorbed in the activity.
Consumers engage in shopping, some are extrinsically motivated while others are intrinsically motivated (Shah and Kruglanski, 2000) . Extrinsically-motivated shoppers engage in shopping simply to acquire the needed items. In contrast, intrinsicallymotivated shoppers engage in shopping to experience fun or to express their shopping competence. Intrinsically-motivated shoppers view shopping as an important self-defining activity and shopping is a salient component to their personal identity (Guiry et al., 2006; Shim and Dubey, 1995) . In other words, they experience feelings of being alive and fulfilled. They experience self-expressiveness, which in turn contribute to their overall life satisfaction (cf. Waterman, 1990 Waterman, , 1993 . This paper reports a study that focuses on self-expressiveness in shopping. The concept of self-expressiveness in shopping is defined as the degree to which consumers think shopping activity is an important part of their self-concept. Individuals experience self-expressiveness in any activity when the activity allows them to engage in meaningful and self-defining ways that lead to actualization of one's potentials (Waterman, 1993; Waterman et al., Contents lists available at ScienceDirect journal homepage: www.elsevier.com/locate/jretconser 2008). Translated in a shopping context, self-expressiveness in shopping is a state of mind shoppers experience when they engage in shopping in meaningful and self-defining ways that lead to actualization of one's potential.
Although past research have examined hedonic shopping (e.g., Anderson et al., 2014; BäckströmK, 2011; Carpenter and Moore, 2009 ) and shopping associated with the consumption of personally meaningful and socially expressive products, there is sparse research on self-expressiveness in shopping. Specifically, we have a limited understanding on how self-expressiveness in shopping influence consumers' overall life satisfaction. The current study is an attempt to fill this gap. Specifically, the study examines the antecedents and consequences of self-expressiveness in shopping.
Knowing more about self-expressiveness in shopping (e.g., how it is formed and how it affects consumers) can help us better understand the well-being implications of shopping activities (cf. El-Hedhli et al., 2013; Wagner, 2007) . Knowing more about feelings of self-expressiveness in shopping should help retailers develop shopping environments that could help form and reinforce self-expressiveness in shopping and, hence, the well-being of consumers.
Accordingly, the purpose of this study is to better understand the social psychological mechanics underlying self-expressiveness in shopping. More specifically, we will examine antecedents and consequences of self-expressiveness in shopping in a nomological network. In other words, the study will examine factors affecting formation of self-expressiveness in shopping such as shopping flow, self-realizing through shopping, and effort expended in shopping. Additionally, the study will examine the impact of selfexpressiveness in shopping on perceived impact of shopping on life satisfaction and overall life satisfaction.
Conceptual development
We start this section by discussing eudaimonistic identity theory and how the theory is used to articulate the concept of selfexpressiveness in shopping. We then discuss antecedents and consequences of self-expressiveness in shopping.
Eudaimonistic identity theory
Eudaimonistic identity theory argues that engaging in activities that induce self-expressiveness are likely to increase overall life satisfaction and happiness (Waterman, 1990 (Waterman, , 1993 Waterman et al., 2008; p. 6) . Based on this theory, there are two types of activities that may contribute to subjective well-being: activities that lead to hedonic enjoyment alone and activities that lead to both hedonic enjoyment and self-expressiveness. The former is referred to as "hedonically enjoyable activities," while the latter is "self-expressive activities" (Waterman, 1990; Waterman et al., 2008) .
People engaging in self-expressive activities are likely to experience a higher level of life satisfaction and happiness than those who do not engage in such activities. They are likely to experience strong feelings of being alive and being fulfilled while engaging in self-expressive activities because these activities are meaningful and intrinsically rewarding for their personal development. While engaging in self-expressive activities, individuals experience satisfaction of psychological needs such as autonomy, competence, and relatedness, which in turn contributes to one's life satisfaction and happiness (cf. Deci et al., 2001 ). Thus, engaging in self-expressive activities contributes to life satisfaction and happiness. Past research have shown that self-expressiveness is highly correlated with concepts such as flow, intrinsic motivation, and realization of one's potential (Waterman, 1993; Waterman et al., 2008) .
Self-expressiveness in shopping
The notion of self-expressiveness can be discussed in terms of activity characteristics such as self-expressive activities vs. hedonic activities, or the degree to which an individual experience feelings of self-expressiveness while engaging in the activity. In this study, we focus on self-expressiveness consumers experience while engaging in shopping.
Self-expressiveness is a subjective state associated with engaging in intrinsically motivated, identity-related activities (Waterman, 1990 ). Specifically, self-expressiveness in shopping is defined as the degree to which consumers think shopping activity is an important part of their self-concept perceiving themselves as making progress towards the realization of their best potential through shopping. In generic terms, individuals experience selfexpressiveness when they engage in meaningful and self-defining activities that lead to actualization of one's potentials (Waterman, 1993; Waterman et al., 2008) .
It is important to make a conceptual distinction between selfexpressiveness and hedonic enjoyment (Waterman, 1993; Waterman et al., 2008) . Self-expressiveness and hedonic enjoyment are considered as two distinct concepts of happiness (Waterman, 1993) . Hedonic enjoyment is positive affect that accompanies getting or having the material object and action opportunity one wishes to possess or to experience. That is, it is a pleasant feeling that goes with the belief that one is getting important things one wants . Activities that induce self-expressiveness also provide hedonic enjoyment. It should be noted that self-expressiveness is a sufficient, but not a necessary condition for hedonic enjoyment (Telfer, 1980) . Activities that provide hedonic enjoyment do not always induce self-expressiveness. In other words, there are many activities that give rise to hedonic enjoyment, but not self-expressiveness (Waterman, 2008) . Research has shown that self-expressiveness have an enduring effect on one's life satisfaction while feeling of hedonic enjoyment has an ephemeral, temporary effect on one's life satisfaction. Fig. 1 shows the conceptual model of this study. Guided by eudaimonistic identity theory, the model posits that self-expressiveness in shopping is mostly determined by consumers' flow experience in shopping, self-realization through shopping, and effort expended in shopping (cf. Csikszentmihalyi, 1997; Csikszentmihalyi and Csikszentmihalyi, 1992) . The model also posits that self-expressiveness in shopping has a positive influence on perceived impact of shopping on life satisfaction and overall life satisfaction.
A model of self-expressiveness in shopping

Flow experience in shopping and self-expressiveness in shopping
Flow is defined as the "process of optimal experience" (Csikszentmihalyi and LaFevre, 1989; p. 816) . People who experience the flow when engaging in an activity (1) find that activity intrinsically enjoyable, (2) are highly involved with the activity, (3) experience a loss of self-consciousness, (4) focus their attention completely on the activity, and (5) lose the track of the time (Csikszentmihalyi, 1997; Hoffman and Novak, 1996) . Consumers experiencing flow in shopping are likely to find that shopping is intrinsically enjoyable, become totally absorbed in the act of shopping, and feel that time stands still while shopping (Hoffman and Novak, 1996) .
Consumer's flow experience in shopping activity reflects a special fit or meshing with the shopping activities. This flow experience in shopping activities may facilitate consumer's selfawareness and leads them to believe that the shopping activity is important in defining who they are (cf. Csikszentmihalyi, 1990; Sharp et al., 2007) . Thus, flow experience in shopping is likely to heighten self-expressiveness in shopping because the flow experience may facilitate the perception that shopping is an enjoyable self-defining activity (cf. Waterman, 1990 Waterman, , 1993 Waterman et al., 2008) . Based on the discussion, we hypothesize the following.
H1. Self-expressiveness in shopping is a positive function of the experience of flow while shopping. That is, when consumers experience a high level of flow in shopping, they are likely to experience self-expressiveness in shopping too.
Self-realization potential through shopping and self-expressiveness in shopping
One of the principles of eudaimonistic identity theory (Waterman, 1990 (Waterman, , 1993 Waterman et al., 2008) is the notion that an activity perceived to have the potential for self-realization contributes to self-expressiveness in that activity. Perception of selfrealization of an activity refers to the degree to which the activity provides the opportunity to make progress towards one's life goals (Waterman, 1993) .
Perception of self-realization of an activity increases the feelings of self-expressiveness while engaging in the activity. When consumers perceive shopping as having potential for self-realization, they may be intrinsically motivated to engage in that activity to attain personally meaningful goals (cf. Waterman et al., 2008) . Making progress towards personally meaningful goals makes the activity more self-expressive (Waterman, 1993) . There is empirical evidence that suggests that an activity perceived to have the potential for self-realization contributes to self-expressiveness in that activity (Waterman, 1990 (Waterman, , 1993 Waterman et al., 2008) . Based on the discussion, the following hypothesis will be tested:
H2. Self-expressiveness in shopping is a positive function of perceived potential for self-realization through shopping. That is, when consumers perceive a high potential for self-realization through shopping, they are likely to experience high levels of self-expressiveness in shopping too.
Effort expended in shopping and self-expressiveness in shopping
Self-expressiveness in an activity is partly determined when people perceived they are making progress towards the goal of self-realization through that activity (Waterman, 1993) . Individuals have the perception of making progress towards selfrealization when they expend much time and effort on that activity (Csikszentmihalyi and Csikszentmihalyi, 1992; Waterman, 2005) . Research has documented the fact that self-expressiveness in an activity increases with increases in effort on that activity (Waterman, 2005) . Thus, one can argue that feelings of self-expressiveness in shopping are likely to increase when consumers spend much time and effort in shopping-making progress in attaining personally meaningful goals. Based on this discussion, we hypothesize the following: H3. Self-expressiveness in shopping is a positive function of effort spent in shopping. That is, when consumers spend a significant amount of effort in shopping, they are likely to experience high levels of self-expressiveness in shopping too.
2.3.4. Self-expressiveness in shopping and perceived impact of shopping on life satisfaction
As previously mentioned, self-expressiveness in an activity reflects a belief that the activity is an important self-defining activity (Waterman, 1990 (Waterman, , 1993 Waterman et al., 2008) . When consumers experience self-expressiveness in shopping they are likely to experience a high level of enjoyment while shopping. Eudaimonistic identity theory (Waterman, 1990 (Waterman, , 1993 Waterman et al., 2008) suggests that activities that are self-expressiveness contribute to one's overall life satisfaction and happiness. This is because self-expressiveness of an activity provides one with hedonic enjoyment as well as experience of self-actualization through the fulfillment of one's potential. As such, we believe that self-expressiveness in shopping is likely to induce a positive perception of shopping impact on life satisfaction. Specifically, we define perceived impact of shopping on life satisfaction as the degree to which consumers perceive that shopping contributes to their overall life satisfaction. The perception that shopping contributes to their well-being is also referred to as "shopping well-being" (ElHedhli et al., 2013 ).
Let's explain the relationship between self-expressiveness in shopping and perceived impact of shopping on life satisfaction in more detail. We believe that a consumer's self-expressiveness in shopping have a positive influence on consumer's perceived impact of shopping on life satisfaction due to the following reasons.
First, consumer's self-expressiveness in shopping may lead consumers to experience positive affect while engaging in shopping (cf. Bosnjak et al., 2016) . As self-expressive activities are activities that are both personally meaningful and hedonically enjoyable, consumers are likely to experience a warm glow or good feeling while engaging in the self-expressive activity (cf. Waterman, 1993 ). Those consumers who experience self-expressiveness in shopping are likely to experience a high degree of positive affect from shopping (cf. Arnold and Reynolds, 2003; Babin et al., 1994; Guiry et al., 2006; Hirschman, 1984; Wakefield and Baker, 1998) .
Second, consumers high on self-expressiveness in shopping are likely to view shopping as a personally relevant and important activity in achieving their personal goals (Swinyard, 1993) . They are likely to perceive the consumer-market life as an important life domain affecting their overall life satisfaction (cf. Rojas, 2006) .
Third, one can argue that shopping has a negative influence on one's life satisfaction as in the case of impulsive buying, compulsive shopping(e.g., Kwak et al., 2003; Roberts et al., 2003; Roberts and Tanner, 2005) and/or materialism (e.g., Burroughs and Rindfeisch, 2002; Richins and Dawson, 1992; Sirgy et al., 2013) . We argue that compulsive shopping is not likely to be associated with self-expressiveness in shopping because such behavior is detrimental to personal development and the actualization of one's best potentials. Compulsive shopping may be hedonically enjoyable but has very little to do with self-expressiveness. Self-expressive activities, by definition, are activities associated with personal growth, fulfillment, and development (Waterman, 1993) . Impulsive buying is a spontaneous and unreflective buying behavior driven by immediate gratification (Rook and Fisher, 1995) . Research has shown that impulsive buying has a negative influence on subjective well-being (e.g., Silvera et al., 2008) . Materialism is a set of centrally held beliefs about the importance of possessions in life (Richins and Dawson, 1992) . Research has shown that materialistic individuals report lower levels of life satisfaction and self-actualization than their non-materialistic counterparts (Richins and Dawson, 1992) , lower levels of happiness (Belk, 1985) , and higher levels of depression (Kasser and Ryan, 1993) .
Individuals experience self-expressiveness when they engage in meaningful and self-defining activities that lead to actualization of one's potentials (Waterman, 1993) . Consumers with high levels of self-expressiveness in shopping are likely to experience positive affect and enjoyment while shopping. At the same time, they are likely to view shopping as an important and meaningful activity contributing to realization of their true self. Thus, the self-expressive shoppers' positive affect and perceived importance of shopping may lead then to infer that shopping significantly contributes to their overall life satisfaction. Hence, one can argue that self-expressiveness in shopping is likely to have a positive influence on consumer's perceived impact of shopping on life satisfaction. Based on the discussion, we hypothesize the following:
H4. Perceived shopping impact on life satisfaction is a positive function of self-expressiveness in shopping. That is, when consumers perceive shopping to be an important part of their identity they are likely to perceive that shopping contributes meaningfully to their life satisfaction.
Perceived impact of shopping on life satisfaction and overall life satisfaction
Overall life satisfaction is determined by a host of factors including top-down factors (i.e., personality factors such as optimism, neuroticism, self-esteem, and extraversion), and bottom-up factors (i.e., situational factors such as satisfaction with specific life events) (Diener, 1984; Diener et al., 1999; Sirgy, 2012) . Consumers who believe that shopping does contribute significantly to their satisfaction with life overall are likely to experience a higher level of life satisfaction than those who do not have this belief. This may be due for the following reasons. First, consumers with a high level of perceived impact of shopping on life satisfaction are likely to experience positive affect in the consumermarket life domain (Davis and Hodges, 2012) and this positive affect is likely to horizontally spill over to other neighboring life domains such as leisure life, social life, family life, and financial life. This assertion is supported by horizontal spillover theory of life satisfaction, which states that overall life satisfaction is not only determined by satisfaction in salient life domains but also from the spillover of affect across these salient domains (Sirgy, 2012; pp. 246-249) .
Second, consumers with a high level of perceived impact of shopping on life satisfaction are likely to experience positive affect in the consumer-market life domains, which is likely to vertically spillover to overall life satisfaction, especially given the fact that such consumers may perceive consumer life to be a salient life domain define their personal identity. When consumers think that shopping is an important part of their lives, their affective experiences of shopping enjoyment from this self-expressive activity are likely to influence overall life satisfaction. This hypothesis is supported by bottom-up vertical spillover theory of life satisfaction, which states that overall life satisfaction is determined by satisfaction in salient life domains such as family life, social life, work life, love life, financial life, spiritual life, among others (Sirgy, 2012; pp. 240-246) . Based on this discussion, the following hypothesis will be tested:
H5. Overall life satisfaction is a positive function of perceived shopping impact on life satisfaction. That is, consumers who perceive that shopping does make a significant and positive impact of their life satisfaction are likely to report high levels of life satisfaction in general too.
Method
Sampling and data collection
To test the conceptual model shown in Fig. 1 , data were collected from 5440 adult consumers through an internet-based national survey conducted in the United States. CivicScience, a marketing research firm, collected the data. Out of 5440 respondents who participated in the survey, 2085 (38.3%) were males and 3355 (61.7%) were females. The age distribution by the shopping frequency distribution is shown in Table 1 . The results in the table show a great deal of variance in both age and shopping frequency. This finding gives confidence in generalizing the study findings to the consumer population at large.
Survey procedure
We used the following survey procedure to minimize method bias. The survey questionnaire was administered in several waves. Survey respondents were asked to respond to survey items at different times in different settings. Once the data collection was completed, data pertaining to specific survey respondents across these different times and settings were assembled to build the final data file used in the statistical analysis.
Specifically, the global marketing research firm, CivicScience, designed this data collection method. The process is intended to reduce respondent fatigue, increase response rates, and limit fraudulent responses.
The CivicScience method administers the survey questionnaire in several waves using a polling widget hosted on more than 450 third-party websites. The sites include: newspapers, blogs, social media sites, TV networks, and others. The survey method engaged respondents who opted-in to answer a fun poll question as part of the three-question set. Upon answering the fun question, respondents were presented with one of the study's measurement items. This was followed by a profile question (demographic item). Once they completed the three items, they were then shown the current results for those items (i.e., cumulative survey results across all survey respondents across all sites). Showing the current results for the completed survey items serves as an intrinsic incentive for respondents (such as comparing themselves to peers or learning interesting insights about themselves). Respondents could choose to answer more questions at that time or not. Respondents not choosing to complete the survey in one sitting would be given additional portions of the survey when they visited another third-party website.
Respondents were identified and tracked by a unique and anonymous digital alias that included a browser cookie, IP address, and other available respondent specific items like Facebook Connect ID or the user login ID from a logged-in website. The digital alias allows CivicScience to identify and track individual respondents over multiple visits across multiple sites, append responses from multiple polls to build a longitudinal profile, and ensure that respondents do not answer the same question more than once. Furthermore, the alias enables the targeting of specific respondent types, and/or respondent locations. These data ensure reliability and consistency in future data collection for others replicating an investigation. In addition to tracking, a series of algorithms were used to identify conflicting combinations of answers in a respondent's profile. Through these algorithms, multiple users on the same computer were identified and removed from the dataset. Once the data collection was completed, data pertaining to specific survey respondents across different times and settings were assembled to build the final data file used in the statistical analysis.
Constructs and measures
For all constructs, items were adopted from well-established measures to ensure high measurement reliability and validity.
Self-expressiveness in shopping was measured by using items adopted from Waterman (1990) and Sivadas and Machleit (1994) , and these items were modified to reflect the extent shopping helps people express themselves (α ¼.990). The survey items were: (1) "Shopping gives me the greatest feeling of really being alive," (2) "When I do my shopping I feel more intensely involved than I do when engaged in most other activities," (3) "Shopping gives me my strongest feeling that this is who I really am," (4) "When I do my shopping I feel this is what I was meant to do," (5) "I feel more complete or fulfilled when doing shopping than I do when engaged in most other activities," (6) "I feel a special fit or meshing when doing shopping," (7) "My shopping is central to my identity," and (8) "My shopping is part of who I am." The response scale used for these survey items was a 7-point Likert-type scale: 1 ¼"strongly disagree"; 7¼"strongly agree."
Two or three items were used to measure each of the antecedents of self-expressiveness in shopping. Items capturing flow in shopping (α ¼.860) were: (1) "When I do my shopping, I feel in control" (reverse-coded), (2) "When I do my shopping, I lose track of time," (3) "When I do my shopping, I feel very concentrated in the shopping activity." A 7-point Likert-type scale was used to capture responses to these items: 1 ¼"strongly disagree"; 7 ¼"strongly agree."
Items capturing self-realization through shopping (α ¼.981) were: (1) "Shopping provides me the opportunity to realize the best that I can be," (2) "Shopping provides me with the opportunity to achieve goals that are important in my life." A 7-point Likert-type scale was used to capture responses to these items: 1 ¼"strongly disagree"; 7¼"strongly agree."
Items capturing effort expended in shopping (α ¼ .977) were: (1) "I invest much effort in my regular shopping," (2) "I put a lot of time and effort every time I go shopping." A 7-point Likert-type scale was used to capture responses to these items: 1 ¼ "strongly disagree"; 7¼ "strongly agree." Please note that these measures were adopted from Waterman (1993) but modified to reflect a shopping context.
The perceived impact of shopping on life satisfaction construct was captured through a set of items borrowed and adapted from past studies involving "consumption happiness" (Nicolao et al., 2009; Van Boven and Gilovich, 2003) . The reliability was high:
α¼.986. The survey items were: (1) "Thinking about shopping, I
feel that my shopping contributes significantly to my own and my family's well-being," (2) "Thinking about shopping, my quality of life would diminish significantly if I don't shop," (3) "Thinking about shopping, I feel that shopping makes me happy," and (4) "Thinking about shopping, I feel that shopping contributes significantly to my quality of life overall." A 7-point Likert-type scale was used to capture responses to these items: 1 ¼"strongly disagree"; 7¼ "strongly agree."
Similarly, four items from the Satisfaction with Life Scale (Pavot and Diener, 2008 ) were adopted to measure overall life satisfaction (α ¼.984). The survey items were: (1) "I believe that in most ways my life is close to my ideal," (2) "I think that the conditions in my life are excellent," (3) "I believe that I am satisfied with my life," (4) "I can say that so far I have gotten the important things I want in life." A 7-point Likert-type scale was used to capture responses to these items: 1 ¼"strongly disagree"; 7¼"strongly agree."
Results
The two-step model suggested by Anderson and Gerbing (1988) was used to estimate the measurement model in the first step and the structural model in the second step. LISREL 8.80 was used to analyze the covariance matrices in these analyses.
Measurement model
We assessed reliability and validity using confirmatory factor analysis. The results are reported in As evidence of convergent validity, the confirmatory factor analysis results indicate that all items are significantly related to their hypothesized factors without high cross-loadings (p o0.01). To demonstrate convergent validity, the average variance extracted (AVE) for each construct should be greater than .50 and the composite reliability of a factor should be equal to or greater than .60 (Fornell and Larcker, 1981) . All AVE values ranged from .939 to .982. Composite reliabilities were greater than .60 with a range of .937-.990. Similarly, alpha coefficients were high with a range of .860 to .990. All these results imply that convergent validity was satisfactory for the constructs in question.
Evidence for the discriminant validity of the measures was provided in three ways. First, none of the 95% confidence intervals of the individual elements of the phi-matrix (ϕ, or the correlation matrix of the latent constructs) contained a correlation of 1.0. Second, a series of Chi-squared difference tests was conducted for each pair of constructs between the constrained model (ϕ ij ¼1.0) and the unconstrained model. In all cases, the unconstrained model provided a significantly better fit for the data than did the constrained model (p o0.01). Third, the AVE for each construct was greater than its squared correlation with any other construct. The results in Table 3 provide support for the convergent and discriminant validity of the measures used in the study. In sum, the results of convergent and discriminant validity tests provided evidence for the construct validity of the measures used in this study.
Test of common method bias
As all the data were perceptual and we collected from the same source, there is a possibility of common method bias. We examined the potential common method bias. Three models were estimated. M1 was a the method-only model in which all items were loaded on one factor(χ Comparing these three models, M3 and M2 showed a much better fit than M1 to the data. Although M3 has a better fit than M2, the trait rather than the common method factor explains most of the variance. These results suggest that common method bias is not a threat in this study.
Structural model
The structural model was used to test hypotheses 1-5 (H1-H5). The results are summarized in Table 4 . The overall structural model was supported by the data: χ 2 (p-value) ¼6430(.00), df¼ 109, CFI¼ 0.967, NFI ¼0.967, NNFI ¼0.954, GFI¼0.894, RMSEA ¼0.098, SRMR ¼0.032. Furthermore, all path coefficients were significant at the .01 level (see Table 4 ).
All three antecedents of self-expressiveness in shopping (i.e., flow experiences, self-realization potential, and effort investment in shopping) had significant and positive impact on self-expressiveness in shopping, providing support for H1, H2, and H3. Specifically, self-expressiveness in shopping was positively and significantly predicted by flow experiences in shopping (standardized estimate¼ .027, p o.01), perception of self-realization potential through shopping (standardized estimate¼.618, p o.01), and perceived effort expended in shopping (standardized estimate¼ .250, p o.01). Taken together, these three antecedents explained 65% of the variance in self-expressiveness in shopping.
The results also indicate that self-expressiveness in shopping increases overall life satisfaction, mediated by perceived shopping's impact on life satisfaction. Specifically, self-expressiveness in shopping had a positive and direct predictive effect on perceived impact of shopping on life satisfaction (standardized estimate¼ .978, po .01), supporting H4. In addition, the results indicate that perceived impact of shopping on life satisfaction had a positive effect on overall life satisfaction (standardized estimate¼ .208, p o.01). These results provide support for H4 and H5.
The conceptual model posits the effect of self-expressiveness in shopping on overall life satisfaction, mediated by perceived impact of shopping on life satisfaction. In order to test these mediation effects, a Sobel test was conducted. The results are summarized in Fig. 2 . The results indicate that the effect of self-expressiveness in shopping on overall life satisfaction is fully mediated by perceived impact of shopping on life satisfaction (t ¼7.556, p o0.01).
Discussion
This research makes several contributions to the consumer research and quality-of-life literature by testing a model of selfexpressiveness in shopping. Based on the literature of eudaimonistic identity theory (e.g., Waterman, 1993) , this study shows that flow experiences, perception of self-realization potential, and effort in shopping are the key determinants of selfexpressiveness in shopping. To the best of our knowledge, this is the first study that formally tests the effect of self-expressiveness in shopping on shopper's overall life satisfaction. The study shows that perceived impact of shopping on life satisfaction (or shopping well-being) does indeed contribute to life satisfaction. The managerial implications of the present study are straight forward. Store managers, for example, can contribute to consumers' perception of shopping impact on life satisfaction and overall life satisfaction by developing strategies that enhance selfexpressiveness in shopping. These strategies should be designed to increase flow experiences in shopping activities, perception of self-realization through shopping, and effort in shopping activities. First, this study found that consumer's experiences of flow during shopping increases self-expressiveness in shopping. In order to increase the flow experiences in shopping activities, an exciting environment that encourages browsing, product comparisons, and spending time should be designed. Retail managers should make an effort to provide shoppers with enjoyable shopping experiences (cf. El-Hedhli et al., 2013) . Second, this study found that consumer's perception of self-realization potential increases self-expressiveness in shopping. To increase the perceived potential for selfrealization through shopping, retailers can emphasize the personal relevance of shopping to personal well-being. Advertising can be a very powerful tool here. Ads can show how shopping can make consumers feel good about their selves. Please note that the emphasis here should not be on acquisition of material goods; the focus should be on the act of shopping. Third, this study found that effort in shopping increase self-expressiveness in shopping. However, strategies to increase effort in shopping should focus on the activities that improve the shopping outcomes of consumers instead of the activities that lead to waste of time. For instance, a maze of aisles that makes locating products difficult may increase the time and effort spent by shoppers but it can also lead to distress and discomfort. On the other hand, in-store signage, in-store customer service, self-service technology (e.g., store GPS units, kiosks, price check machines, computers to compare product features, etc.) may ease the shopping process while encouraging consumers to spend their effort on activities that would improve the shopping outcomes (e.g., identifying the best quality products).
Future research should extend this model. First, our study found that flow experiences and self-realization potential increase self-expressiveness in shopping. Future research may examine under what conditions shoppers are likely to experience flow in shopping and perceive a high potential for self-actualization through shopping. Second, the antecedents we tested in our model are mostly situational factors. Our model can be extended by identifying personality and individual difference variables that may be good predictors of self-expressiveness in shopping. The role of personality traits on shopping has largely been studied in the context of online shopping (Bosnjak et al., 2007; Wang et al., 2006; Wang and Yang, 2008) . Future research may examine the impact of personality traits on shopping in the context of physical stores. For instance, one may suggest that a personality factor such as extraversion may be predictive of self-expressiveness in shopping. Perhaps this may be due to the possibility that extraverts may be more inclined to go out and shop; shopping may be a conduit for interacting with people, and doing so meets the social needs of extraverts. Similarly, other well-known personality traits, such as openness to experience, conscientiousness, or agreeableness may have an impact on self-expressiveness in shopping. For example, people who are high on conscientiousness tend be more careful, efficient, and precise with their activities (Costa and McCrae, 1985) . This may lead to high effort in a shopping context, which may also increase self-expressiveness in shopping. Being careful, efficient, and precise with activities may also make consumers become absorbed in the act of shopping (i.e., experience flow). Flow experience is likely to have a positive impact on selfexpressiveness in shopping.
Other predictors of shopping expressiveness may be cultural. One can hypothesize that smart shopper identity is much more evident in traditional societies that have clear gender roles-women and mothers take care of the family and shopping is part of their gender role. As such, demographic variables, such as gender, are consistent with the gender-role hypothesis. Third, with respect to the consequences of self-expressiveness in shopping, past research has focused on the dark side of shopping, such as compulsive shopping (e.g., Hosch and Loewenstein, 1991; Hirschman, 1992; Kwak et al., 2003; Mowen and Spears, 1999; Nataraajan and Goff, 1992; O'Guinn and Faber, 1989; Rindfleisch et al., 1997; Roberts et al., 2003; Roberts and Tanner, 2005) . Future research may test the hypothesis that compulsive shopping moderates the relationship between perceived shopping contribution to life satisfaction and subjective well-being. In other words, as much as perceived shopping contribution to life satisfaction may contribute to subjective well-being, this effect may be significantly diminished when the shopper suffers from a shopping compulsion. Fig. 2 . Test of mediation effect: Sobel test. Notes: a ¼raw (unstandardized) regression coefficient for the association between IV and mediator. s a ¼ standard error of a. b¼ raw coefficient for the association between the mediator and the DV (when the IV is also a predictor of the DV). s b ¼standard error of b. **significant at p o 0.05.
